Abstract. The purpose of this study is to determine and prove whether the variables
INTRODUCTION
In general, measuring the level of consumer' purchase decision has applied Structural Equation Modeling Method (SEM) which has involved latent variable having linear connection and all its observation values have distributed normal multivariate SEM will produce a valid equation if all the assumptions needed has been achieved which is normal multivariate and its linearity. SEM is a combination method of regression analysis, path analysis and factor analysis.
Since the purchasing decision of the consumer could have been triggered by marketing mix, the effect would be lower than it should be if it is connected with the communication issue thru the process of hierarchical model as the concept of the related model that will introduce how the consumers have been getting thru the steps of attention, interest, desire before reaching the action process. However, when a recent marketing mix is not in accordance with the consumer's interest, the related company will be left by the consumer and the consumer will pick another company that is having added value of job performance of marketing mix. But if the marketing mix has met the interest of the consumers, they will make a decision to use the related product. It happens to the companies which are dealing with trading business, for example, a retail company. As one of the retail companies in Bogor, Griya Pagelaran supermarket has been visited by a lot of consumers. Based on the observation and investigation that the writer has been doing, Griya Pagelaran Supermarket has encountered marketing mix problems.
Severe competitive situation has made PT Griya Pagelaran Bogor more serious designing the marketing strategy specifically marketing mix referred to 4P (product, place, price and promotion). Griya pagelaran retail has been doing a lot of innovation and creativity to attract the consumers' intention, specially its loyal customers, but there are still many things to be faced by the company since lot of new retail company of the same products are coming up. Retailing company has encountered too much challenges in selling the products since there are so many competitors which are ready to interfere or to steal the loyal customers. Due to the importance of the marketing mix implementation upon the decision to buy, the writer has been interested in doing a study and description in details about the topic above in this scientifically research.
LIBRARY REVIEW

A. Marketing Mix
Marketing mix is the marketing tools consisting of the elements of marketing program to be considered to be implemented in order to make the marketing and positioning strategy success (Lupiyoadi in Swastha, 2001 ). The concept of 4P marketing mix (Product, Price, Place, Promotion) that was introduced by Mc. Charty is a very famous one in marketing concept since it has been a part of the marketing program and strategy.
Product
Product is all the things accepted by the consumers when they are buying or using the product purchased. Formally, product is a complete physical and psychological satisfaction enjoyed by the consumers as the result of buying or using the product (Simamora, 2004) 
Price
Kotler and Armstrong (2010) defined a price is a certain amount of money to be transferred by the consumer to get a product or a service needed or required.
Place
Place is a combination of location and decision over the distribution path, it is related to the way how to distribute a service to the consumer and where the strategic location is. The distribution is referred to the company's activity to make the expected consumers easily find the products .
Promotion
Promotion is an important aspect of the marketing which is providing the information to the potential consumers. Promotion is also one of the most important key point in marketing. Having such the promotion, the company will be able to get in touch with the consumer. Promotion is communicating the superiority of product and convincing the potential customers to buy it. B. Marketing
Marketing Definition
Marketing is an integrated system of business activities which is planning, defining the price, promotion and distribution the goods and the products that can satisfy either current customers or potential customers (Swastha: 2002)
Purchase Decision
A decision can be done only if there are some alternatives to be chosen. If the alternative ones are not available, the action without having any alternative to choose cannot be defined as a decision making. The process of decision making to buy something has been influenced mostly by the consumer's behavior. Kotler and Armstrong (2008) defined the process of decision making actually is the process of problem solving in order to meet the consumer's interest and requirement. Consumer is concerned about the characteristics of the products (appearance, style, quality and price) in order to buy the related product. Pricing done by the seller will influence the customer behavior to buy, because a reasonable price makes the customer interested in buying the product.
RESEARCH METHODOLOGY
The data applied in this research is primary data obtained from the customer's purchasing survey at PT Griya Pagelaran Bogor. Population of this research is the consumers who buy the products at Griya Pagelaran Bogor. Total of the population is unknown.
Estimation method applied is Maximum Likehood (MC) where a minimum sample is 100 and maximum one is 200 (Imam Ghozali, 2008) . Total samples have been an important role in SEM interpretation. So that, the researcher has decided to get 150 respondents accordingly.
A. Method of Data Analysis
Method of Data Analysis applied is SEM analysis (Structural Equation
Modeling) which is operated by getting thru AMOS 20.0 program. SEM is the combination of factors analysis and regression analysis which can describe the correlation of many variables. The steps of SEM model are as follows: 
Structural Equation +ζ
Equation of Exogen variable measurement
Product(ξ1) X1= X2= X3= Price(ξ2) X5= X6= X7= Place(ξ3) X8= X9= X10= Promotion(ξ4) X11= X12= X13=
Equation of Endogen Variable Measurement (ᶯ1)
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Evaluating The
Test of SEM Assumption a. Data Normality Test
Assessment of Normality (Data Normality)
Based on the Table 3 above, it has indicated that the Product has significantly affected the Decision to buy which CR value of 1.965 and (p) value of 0.49 which is below the determined CR value of 0.05. Price has significantly affected the decision to buy which CR value of 2.023 and its probability value of 0.43 which is in compliance with the determined criteria of < 0.05. Place has significantly affected the decision to buy which CR value of 2.251 and the probability value of 0.24 which is in compliance with the determined criteria of < 0.05. And Promotion has significantly affected the decision to buy which CR value of 3.435, and its probability value has been in compliance with the determined criteria of < 0.05.
CONCLUSION AND SUGGESTIONS
A. Conclusion 1. Product has significantly affected the Consumer's Purchase Decision at PT Griya Pagelaran Bogor.
2. Price has significantly affected the Consumer's Purchase Decision at PT Griya Pagelaran Bogor.
3. Place has significantly affected the Consumer's Purchase Decisiton at PT Griya Pagelaran Bogor.
4. Promotion has significantly affected the Consumer's Purchase Decision at PT Griya Pagelaran Bogor.
B. Suggestion
1. For the purpose of next researchers, they can do the research furthermore by adding other variables or using 7P marketing mix method, and can increase the numbers of samples so that they can get the result which is more representative.
2. For the purpose of the company, the employees or staffs in charge should have to be more concerned about checking the products which are expired.
